The group package tour (GPT) is one of the main modes of outbound travel in many Asian countries and areas. In practice, most of the travel agencies utilise the newspaper to promote their GPTs. Although prior newspaper travel advertisements provided useful information, only single or a number of advertising messages were considered. In order to fill this gap, the primary objective of this study was to find out what types of message are attractive to the customers in the GPT advertisement from a holistic perspective. Both qualitative and quantitative methods, with 400 usable samples, were conducted for data analysis. Attractive messages for three different destinations (China, Japan and Thailand) with six clusters were profiled at component level. The findings reveal that messages of appeal, text, size and format design represent over 78% of the total percentage. further implications for designing attractive messages in terms of a destination or cluster perspective are discussed.
Introduction
In many Asian countries and areas, such as Japan, Taiwan, Korea and China, the group package tour (hereafter abbreviated to GPT) is one of the main modes of outbound travel (Wang et al. 2007) . for example, in Taiwan, according to statistical data from the government, the number of outbound travellers rose to 95.74 million between 1992 and 2006. for sightseeing purposes, almost half of those travellers participated in GPTs (Tourism Bureau 2007) . Moreover, with the deregulation of China's outbound GPT, the number of mainland China's outbound GPT travellers began to burgeon drastically. Numbers of outbound travellers in mainland China reached 34.52 million in 2006, representing an 11.3% increase from 2005 (31.02 million). The number of tourists for outbound GPTs has also increased from 6.79 million in 2005 to 8.43 million in 2006, representing a 24.0% increase from the previous year (China National Tourism Administration 2007) .
In response to the large GPT population, most travel operators utilise the media of print and internet to promote their GPTs. Though internet marketing has caught the attention of marketers, many managers are not convinced that they will get a better result from online advertising than they will from other, more traditional means (O'daniel 2002) . Print remains the dominant advertising medium across the globe (International Journal of Advertising 2002) .
Newspapers, among all print media, continued to be the largest advertising medium in 2000, accounting for around 38% of total display and classified spending (International Journal of Advertising 2000) . In 2004, newspapers remained the world's second largest advertising medium (TV is the largest), and global newspaper advertising revenues saw their biggest increase in five years, rising 5.3% (World Association of Newspapers 2005). The upward trend in newspaper advertising expenditures continued even after the introduction of advertising on the internet (Picard 2002) .
Since travel operators have put plenty of expenditure into newspaper advertisements, the effectiveness and attractiveness of messages are the focal points of discussion. until now, marketing researchers have been unable to answer the question, 'What types of message designs are attractive to consumers in GPT advertisements?' with confidence. Thus, the purpose of this study is twofold. The first aim is an attempt to explore GPTs' attractive messages in newspaper travel classified advertising (NTCA) through a qualitative method; the second is to categorise the messages that are being generated from the corresponding consumers through a quantitative method, using a psychographic variable. finally, this study is in a position to construct a match between attractive messages, segmentation and different destinations in order to contribute to a deeper understanding of attractive messages in NTCA.
Literature review

Messages of newspaper travel advertisements
Compared with other print media, newspaper ads have occupied a major portion of travel agencies' marketing budgets. However, few studies have centred on this medium even though published studies have explored the related topics of NTCA. In the light of NTCA, it could ordinarily be recognised as either a directional or feature ad , in which advertisements have been clustered within certain pages. Travel agencies in many Asian countries, such as Taiwan, China, Japan and Korea, typically put their outbound GPT advertisements together in NTCA in order to attract potential customers.
With regard to the messages contained in newspaper travel ads, prior studies provide sparse information, with the exception of three such studies (Woodside & ronkainen 1982; laskey et al. 1994; Nickerson 1995) . Woodside and rondainen (1982) manipulated colours as a variable to measure the performance between newspapers and magazines. laskey et al. (1994) employed two verbal-only and three verbal-pictorial ads to measure effectiveness on the hierarchy-of-effects model. Nickerson (1995) utilised content analysis to provide information on the issues portrayed to the five general categories in tourism and gambling.
Although the aforementioned studies offer some variables, such as colour, verbal and pictorial elements, and despite these studies being relevant to the notion of attractive messages, only one single message (Woodside & ronkainen 1982 ) and a number of messages (laskey et al. 1994; Nickerson 1995) were approached and did not investigate from a holistic perspective (i.e. explore the messages within all elements of travel ads). That is, they ignored other messages (e.g. format design, layout, size) that might be attractive to consumers. In other words, those prior studies were only based on their limited research objectives and were not exhaustive in all the messages that can attract customers.
To date, products presented in a print ad are seldom fully described, and this situation is referred to as the 'incomplete ad messages' problem. This problem occurs when 'values for one or more attributes considered relevant for the decision task are not available for one or more alternatives in the choice set' (Burke 1995) . Moreover, choice processing in situations where there is missing information is different from processing in those situations in which full information is given (Burke 1995) . Missing value is a source of uncertainty because the actual value may be unattractive (Meyer 1981) . from a holistic perspective, when people see these newspaper advertisements, each of their messages must produce some kind of connection and allow the observer to obtain a deep visual perception. A formal approach of competitive clutter in NTCA has been lacking so far, and we endeavour to cultivate the field with this study.
Attentional selection theory
Since the concept of attractive messages has not been mentioned by prior studies, it could be recognised as a message of selective attention on ads in this study. As indicated by , attention selection involves bringing an ad object into the focus of attention and is reflected in the eyes' movement to fixate it. Attention selection plays a central role in ensuring the downstream effects of feature ads on consideration, choice and sales; therefore it is important to understand their determinants .
As proposed by Pieters and Wedel (2004) , there are two broad determinants of selective visual attention: bottom-up factors in the stimulus and top-down factors in the person and in the attentional process itself (Chun & Wolfe 2001) . Bottom-up factors are features of advertisements that determine their perceptual salience (Janiszewski 1998) , such as size and shape. Top-down factors reside in the person, and in his or her attentional process. Person factors, such as involvement with products (rosbergen et al. 1997) , encourage subjects to voluntarily pay more or less attention to advertisements and their elements. Process factors refer to the attention to other ad elements.
On the basis of this model, the current study attempts to match attractive messages (bottom-up factors) with clusters and destinations (topdown factors) in order to achieve a deepened understanding of attention patterns around competitive clutter, and provides managerial guidelines for NTCA design.
Psychographic segmentation with attractive messages
The travel and tourism industries have extensively utilised psychographic variables in market segmentation, too. for instance, Silverberg et al. (1996) used psychographic variables (lifestyle) to differentiate segments of the nature-based travel market. Gonzàlez and Bello (2002) employed the lifestyle variable in order to segment and predict the behaviour of tourist consumers.
Prior studies have shown that marketing communication is more effective when end-user lifestyle profiles are understood and reflected in the content of the message (Chiagouris 1991) . The more we know about people's lifestyles, the more effectively we can communicate with them (Hornik 1989) ; therefore it is necessary to probe attractive messages by lifestyle.
Methodology
Definition of attractive message
In a message-dense environment, such as NTCA, communication recipients face stiff competition for their attention and may screen the messages for utility in fulfilling their own particular need or task. Though both positive and negative messages will result in attention, negative messages will not benefit the final purchase (Appley 1971) . Accordingly, the definition of attractive messages in this study is as follows: with the given task of looking for three travel destinations (i.e. mainland China, Japan and Thailand) in NTCA, the positive message design that first grasped the attention of consumers will stimulate them to pursue further informationsearching behaviour.
Sample country and media
GPTs are popular in many Asian countries, such as Japan, Korea, Taiwan and China. Specifically, in 2005, Taiwan possessed a comparatively higher (13.6%) GPT ratio than Japan (7.9%), Korea (7.3%) and China (0.6%), therefore the present study selected Taiwan as sample country.
Subsequently, four major Taiwanese newspapers were included in this study: China Times, United Daily News, Liberty Times and Min Sheng Daily. An equal number of copies of each newspaper was collected (15 copies) during the weekend (one copy per week) and weekdays (two copies per week) in five sequential weeks (from 1 January to 5 february 2005).
Advertisement selection
In view of the fact that China, Japan and Thailand were the top three destination countries for Taiwanese outbound GPT (Tourism Bureau 2005) , only those advertisements focused on these three destinations were selected. Moreover, for reducing the effect of brand-specific advertising expression and manipulate bias, only one ad for one particular brand was retained. These selected NTCAs from three destination countries all comprised the same components.
Questionnaire design
This was divided into three parts. The first part aimed at eliciting customers' views about the attractive messages; a qualitative question (scenario) was asked first.
Scenario: Suppose you are planning an overseas group package tour and are presently searching for destination information (China, Japan and Thailand) in newspapers. Please find the most attractive group package tour advertisement among these copies of newspapers and then try to describe why this mode of advertising is attractive to you.
In the second part, the AIO (Activity, Interest and Opinion) was measured. In total, 57 measurement items were adopted from studies by Perreault et al. (1977) , Gladwell (1990) , and Silverberg et al. (1996) . In order to maintain content validity, the procedure of translation (in Chinese) and back-translation (in English) was used. Then a pre-test of 247 samples was conducted in order to examine the reliability and refine the scale; the result indicated that the reliability was at a satisfactory level of 0.85, and 51 of 57 items met the criterion of item analysis.
finally, seven questions were inserted that would capture respondents' demographic profiles, such as gender, marital status, age, education, occupation, average monthly income and number of overseas GPT experiences.
Procedure
Participants were specifically instructed to read the four copies of NTCAs provided, at their own pace, as they would do at home. The task and instructions focused participants on specific goals, and thus resembled real-life conditions in which consumers freely view and explore NTCAs (see Janiszewski 1998). Then they were asked to delineate the messages that were most attractive to them about three destinations, respectively. Afterwards, every participant was also asked to complete the survey of AIO items and profile information. Each copy of qualitative data has corresponding quantitative data, in order to match up the attractive messages with the respondents.
Data collection
To gather the data, a convenience sample with intercept method was employed. Several spots were chosen, namely the Tourists Center in Yang Ming Shan National Park, Starbucks, and Mcdonald's in Taipei, Taiwan. These locations were selected for two reasons: a variety of customers, and good environments for completing the survey. A total of 650 questionnaires were administered; there were 400 valid samples returned, with a 35% accountable rejection rate. The survey proceeded over the course of one month, from January to february 2006.
Analysis and results
Demographic profiles of the respondents
The gender distribution was accounted for as 58.8% female and 41.2% male. Marital status was quite even. The dominant age group was 31 to 40 years (38.3%), followed by 21 to 30 years (34.5%). In terms of education level, 52.0% of respondents had been educated to university level and 26.3% had college diplomas. In the occupation category, the two most significant groups were business/industry and worker, representing 36.3% and 16.5% of the respondents, respectively. As to personal average monthly income, the largest group included income of NTd40,001 to 60,000 (about uS$1,177-1,764) (40.3%). Nearly 90% of the respondents had at least one experience in outbound GPT, and 42.8% of the respondents had two or three experiences.
Quantitative data analysis
Factor analysis factor analysis was performed using a principal component analysis with a Varimax rotation. factors were retained only if they had eigenvalues greater than or equal to 1.0 and factor loadings greater than 0.4 (Tabachnick & fidell 1989) . The eigenvalues and scree plot suggested that a 17-factor solution was sound, which explained 65.3% of the overall variance. Because there were significant correlations (p < 0.000) between the variables, the use of factor analysis was appropriate. The KaiserMeyer-Olkin overall measure of sampling adequacy was 0.72, which was meritorious (Hair et al. 1995 ).
Cronbach's alpha was calculated to test the reliability of variables contained in each factor, and coefficients greater than or equal to 0.5 were considered acceptable and a good indication of construct reliability (Nunnally 1967) . The results indicated that the reliability measures were all at a satisfactory level of 0.85 and above.
Initially, this study used raw scores of the AIO scale to operate the exploratory factor analysis. Afterwards, anticipating that the cluster analysis would depend on the result of a factor analysis, it employed 17 groups of factor scores deriving from the EfA (Exploratory factor Analysis) to proceed to the cluster analysis. finally, each cluster's name was denominated in accordance with the manifestation of factor scores.
Cluster analysis for identifying groups of respondents, a two-phase cluster approach was employed, as suggested by Punj and Stewart (1983) . In the first phase, the method of Ward's minimum variance was selected in order to acquire the centroids of clusters. In the second phase, the K-means method was used after excluding the outliers from the first phase of the analysis. As a result, both methods jointly indicated that a six-cluster solution apparently provides the most distinctive and acceptable solution.
Afterwards, a discriminant analysis and MANOVA were used to determine the differences among the clusters, and to evaluate the accuracy and stability of the cluster classification (see Andereck & Galdwell 1994) . The results seem sound: the values of Wilks' lambda are 0.9 (p < 0.01) in discriminate analysis and 0.8 (p < 0.01) in MANOVA. This indicates that there was virtually no overlapping of clusters. Table 1 shows the characteristics of six clusters with one-way analyses of variables (ANOVA) and post hoc comparison results evaluating the relationships between factors.
Qualitative data analysis
In analysing the qualitative data collected (chiefly the first part of the questionnaire), content analysis was used for category development from the 18 different sections (6 clusters × 3 different GPT destinations).
Unit of analysis
As indicated by Kassarjian (1977) , the first step in data analysis is to determine the appropriate unit of analysis. In this study, the basic units of analysis were the attractive messages in NTCAs. following the transcription of the interviewer, two judges (A and B) independently coded the transcription into 1,419 units of analysis. upon completing the unit of analysis coding, the two judges compared their decisions and resolved disagreements through discussion with the researchers. In total, 39 units were found irrelevant to this study and then were removed. finally, 1,380 units of analysis remained for further category development.
Category development and reliability
Once the basic unit of analysis was established, the next step was to sort the 1,380 units of analysis into the 18 sections in order to develop categories. The single classification concept for category development, as recommended by Weber (1990) , was employed here. Both judges (A and B), in an iterative process, read out the units, classified them, re-read them and re-classified them. In total, 273 categories emerged from 1,380 units within the 18 sections, and each of these categories was named. After the completion of the categorisation, the study tested the reliability of the process and the pattern that emerged by conducting interand intra-judge reliability testing. If the inter-judge (different judge) and intra-judge (same judge) levels of agreement reach 0.80, the categorisation process can be regarded as reliable (Keaveney 1995) . Additionally, this study introduced a new judge (C) to conduct inter-judge reliability testing, and a time lag of two weeks was employed for the intra-judge (A and B) reliability testing. The tests of inter-judge reliability for judge C and intra-judge reliability for judges A and B were all above 0.80, and no new categories emerged.
Analysis of attractive messages on cluster and destination
When matching attractive messages with different segments on NTCAs, this study incorporated the aforementioned quantitative and qualitative techniques into the analysis to ascertain the effectively attractive advertising message design.
As for message design, Kotler and Keller (2006) attributed effective marketing communication to four factors: message content, structure, format and source. Notably, the message structure and source are irrelevant to our research scope due to the characteristics of NTCA. Herewith, this study categorised these attractive messages into two main message types by two well-trained judges.
The categorised criteria of message content mainly refer to the studies of liebermann and flint- Goor (1996) , and Kotler and Keller (2006) , which include rational or emotional text and visuals as creative strategies. On the other hand, the message format adopted in Kotler and Keller's (2006) definition mostly centres the elements on graphics, pictures, headline, copy, font, visuals, etc. finally, 273 categories of messages were classified by the clusters and destinations that were all present in percentage, as shown in Tables 2 and 3. With respect to destination perspective, as shown in Table 2 , message content and format in mainland China and Japan are approximately 6:4 in ratio, and Thailand is nearly equivalent. respondents are more attracted to appeals (rational and emotional) (41.22%) in Japan's NTCAs. Compared with results in Japan and Thailand, theme (9.74%) and uSP (6.27%) have a higher attraction in mainland China's NTCAs. No matter what the cluster's or destination's perspective, the unexpected finding is that the brand is mentioned in no more than 2% of total messages.
Theoretical implications
Prior studies have mentioned that the 'parallel perspective analysis' that integrates both qualitative and quantitative methods in study design could develop more balanced future research by scholars and practitioners (Mott-Stenerson 2008) . The present study seeks to illustrate that a combination of qualitative and quantitative methodologies is necessary to obtain a holistic perspective on attractive messages. With both psychographic and demographic segments, it allows the distinct messages of each destination or cluster to emerge. In an extension of attentional selection theory, this research makes several tangible contributions. first, it offers the insight of designing attractive messages in competitive clutter on NTCA. Second, it uses the real NTCA as stimuli to explore the issue of travel print ads, for which prior researchers have mostly utilised experimental methodology. Since the effectiveness of attractive messages is subject to distinction by advertising clutter and selective attention, experimental results in prior travel studies should be interpreted with caution. We truly believe that the use of uncontrolled cues enabled us to understand the real effects of message design. Third, the study compared different destinations' ads with different segments. As prior travel advertising studies were chiefly centred on the discussion of a single destination (e.g. MacKay & fesenmaier 1997; Sirakaya & Sonmez 2000) , the comparison of different destinations could further the capacity to identify the distinctive messages of three destinations.
Managerial implications
As far as the authors of the present study are aware, extant studies have not demonstrated the concrete ratio of message design on NTCAs in terms of cluster or destination perspective. for instance, messages of appeal, text, size and format design represent over 78% of the total percentage. This suggests that these four message components play an important role in attracting consumers. following the ratios of attractive messages in designing, the NTCA will benefit marketers in terms of obtaining opportunities to achieve future sales. for example, Thailand has a closer ratio between two types of message than does mainland China; message content and format in mainland China is 6:4 in ratio, and message content is more preferable in Japan.
Our results also indicate that three different destinations have specific messages that are significantly higher than the other destinations. for instance, the uSP and pictorial messages of mainland China, appeal messages of Japan and the format design message in Thailand are distinctively portrayed by respondents.
The destination image, in concert with the distinctive message design, is what made the clutter stand out. As mainland China is famous for its attractions in terms of culture, heritage, monuments, food and spectacular scenes, the highlights on uSP and pictorial messages are absorbed. Japan is known as a developed country with a good-quality travel environment, therefore it makes sense that the marketing has to appeal to customers' emotional needs. Thailand is renowned for its culture, scenic landscape and hospitality, so the special format design necessary to manifest its destination image may effectively attract consumers' attention.
Based on a cluster perspective, different segments have their unique preferences in terms of messages. for example, Information Collection Travellers are obviously more interested in theme messages than are other segments. Advertisements with a large surface size are better at grabbing the attention of Plan-Ahead Travellers. distinctive format design is significantly more attractive to Aggressively Adventurous Travellers than to other segments. The message design of the text is especially important in influencing Sensitive Introverted Travellers. Marketers therefore can provide guidance by supplying explicit clues within the copy of the NTCA.
In sum, using a destination and cluster perspective to absorb attractive messages at component level could help marketers plan unique positioning messages to attract their targets and adjust the message strategy of diverse GPTs.
Conclusion and discussion
In this study, appeal is the most attractive message, followed by text, size, format design and pictorial. Brand and colour are found to be the least attractive. Overall, our findings have several important implications for travel agency advertisers.
first, in terms of appeal, the highlights on the rational appeals were essential across all three destination countries. But emotional appeals were specifically favourable on NTCAs in relatively mature travel destination countries, such as Japan and Thailand. Second, the preference for detailed information is a significant factor while browsing cluttered NTCAs, though some studies of travel ads have mentioned that photographs or pictures are superior in terms of being better able than words to convey certain categories of information to consumers (e.g. laskey et al. 1994; Wang et al. 2002) . This might be due to consumers' preference for detailed advertisement information when selecting a professional service provider (Abernethy & Butler 1993) . Based on this finding, advertisers and travel agencies would not be ill advised to maximise the size of the pictorial aspect, regardless of its content.
Third, recent studies have suggested that pictorial and text elements in feature ads should be reduced in size, whereas the sizes of brand, price and promotion should be enlarged ). To our surprise, the findings suggested that the size of the ads should not be considered before appeal and text when it comes to designing the message for NTCAs. This interesting finding is consistent with Homer's (1995) argument. fourth, brand-related messages in a message-dense environment would not necessarily be overemphasised, although there has been heated debate on the maximisation (e.g. Moran 1990 ) or minimisation (e.g. Aitchinson 1999 ) of display of the brand. Nevertheless, the findings of this study showed that brand names should not be prominently featured in NTCAs. finally, although the placement of pictorial messages in print ads is indispensable, and this has been confirmed by several studies (e.g. Singh et al. 2000; Pieters & Wedel 2004) , our findings indicate that the surface size of pictorial elements should not edge out the placement of other messages. This argument is supported, as only 8% of the picture-related messages were considered to be attractive in this study.
To date, the message problems in NTCAs faced by travel marketers in Taiwan are unlikely to be unique. The authors believe that the problems examined in this study are also common to GPT operators elsewhere around the world. It is noteworthy that Taiwan and China are similar in terms of race, culture and language; and the development of travel agencies in China has shown similar patterns to that of Taiwan (Wang et al. 2006) . Based on this rationale, it is believed that the findings and ideas presented in this study could be applied to this potential travel market.
Limitations and future research
Since the newspaper-sampling part of this study was conducted one month before the Chinese lunar new year, the results of the study might be somewhat biased by the proximity to the holiday season. Hence, it is suggested that a longer duration of newspaper sampling over 'regular' days, or longitudinal analysis, could be employed. future research is also needed on more segmentations or potential groups -for instance, tourists without previous GPT experience, senior citizens, dINKYs and others. Although Taiwan's top three outbound GPT destinations, i.e. China, Japan and Thailand, were selected, this research encourages the probing of more destinations to find out the different views of consumers regarding the attractive messages of NTCAs. 
